In highly competitiveness market, companies operate in an intense competitive atmosphere and further globalization of markets, fundamental changes occurred, and forced many companies to rethink and adapt their strategies to search for new philosophies and innovative management techniques to improve their competitive position and performance. The main purpose of this study is to investigate the impact of environmental dynamism on Marketing Strategy Comprehensiveness and Organizational Performance. Environmental dynamism was measured through two dimensions: Intensity of Changes and Frequency of Changes. Comprehensiveness Marketing Strategy was also measured through (5) items. The hypotheses were tested in the domain of Cellular Communications Companies in Jordan. A total of (53) managers and head of section from (60) was answered the questionnaire. Results indicate that environmental dynamism has a significant impact on organizational performance and Comprehensiveness Marketing Strategy, Comprehensiveness Marketing Strategy has significant impact on organizational performance. Results showed that Frequency of Changes is superior impact on organizational performance than Intensity of Changes. To achieve Superior performance, managers and head of section must dealing and managing with cases of environmental dynamism to enhancement organizational performance for their companies.
Introduction
Business environment faced rapid transformations had positive and negative effects on the business organizations according to their responsiveness, adaptation and competitiveness capabilities. Through this situation, organizations need to strategic management approach based on managerial philosophies and non-traditional strategies to address environmental dynamism aiming to achieve superior performance via more interest in external environment variables to bring added value for customer, high uniqueness, in another context Interest more on environmental dynamism. Therefore environmental dynamism is a widely-explored construct in organization theory/strategic management literature. It has growing importance according to the degree of instability/turbulence of such key operating concerns as market/industry conditions as well as more general technological, economic, social, political forces. An organization's ability to adapt to changing environmental circumstances is key to survival. The environmental dynamism has to be an essential factor for strategy development and source of profitability. Researchers in the strategic management and organization theory field realized the importance of environmental dynamism to enhance strategy (Luo & Park, 2001) . One stream of research shown that managerial perceptions of the exogenous business environment influence firm strategy which in turn influences firm performance (Verdu-Jover et al. 2006) . influence organization strategy which in turn influences organizational performance. Therefore, this research will contribute to the awareness of cellular communications companies in Jordan toward the major role to play in Jordanian national economy.
However, since environmental dynamism are vital components in strategy formulation success, therefore, the lack of interest Jordanian cellular communications companies in alignment between environmental dynamism and their strategies weaker levels of satisfaction among its customers. in addition, through the researchers were investigating the studies related to the Environmental Dynamism and the Marketing Strategy Comprehensiveness which was applied in Jordan, they could not find any previous study that has been applied in the Jordanian environment. Since this study and their variables is the first study in Jordan generally, and in the Cellular Communications industry companies specifically.
Based on that, the main aim of this study is to examine the impact of Environmental Dynamism on Marketing Strategy Comprehensiveness and Organizational Performance in Cellular Communications companies in Jordan. The current study focuses on Environmental Dynamism (Intensity of Changes and Frequency of Changes) beside Marketing Strategy Comprehensiveness and organizational performance in Cellular Communications industry companies in Jordan.
Study Objectives
Based on the information stated above, the current research aims to achieve the following: 
Significance of the Study
The business organizations in the Arab countries suffer from a lack of studies that diagnosed interaction between environment variables with administrative environment. The Significance of the current study stems from the following considerations: 1) Highlight the Environmental Dynamism implications that facing organizations in general and Jordanian Cellular Communications Companies In particular and its importance in achieving high levels of performance, which raises the level of performance of Jordanian Cellular Communications Companies and contribute to the achievement of objectives in the long term.
2) Combine between different topics, and diagnosed variables interaction, thus contributing to the development of new and datum concepts.
3) The Current study contributes in unfolding new horizons for other studies that deal with environmental dynamism topic and concerned it, especially in the Jordanian Cellular Communications Companies 4) Fulfilling interest for Jordanian Cellular Communications Companies and their decision-makers and those interested in this industry, also providing recommendations that will contribute in increasing the interest level with the current study variables. 5) Avoid a lack of field studies linking the current study subjects and their variables in the Jordanian content, with making it the first attempt in the Jordanian environment taught this subject, and seek to develop relations and examine its impact.
Theoretical Review

Environmental Dynamism
Environmental dynamism is a widely-explored construct in the organization theory and strategic management literatures. It refers to the degree of instability or turbulence of such key operating concerns as market and industry conditions as well as more general technological, economic, social, and political forces (Dess and Beard, 1984) . Empirically Keats and Hitt (1988) linked Dynamism to organization environment as strategic diversification and organizational "postures" toward innovation (Zahra and Pearce, 1990) . These studies and others indicate the importance of the environmental dynamism construct in explaining firm-level phenomena. preferences, technology and competitor structure. The terms 'turbulence' and 'volatility' refer to environmental characteristics similar to environmental dynamism and they all are related to the degree and speed of changes (Ansoff, 1979) .
Environmental dynamism refers to the rate of change and the level of factors instability within an environment (Li and Simerly, 1998) . It could thus be defined with reference to technological change and instability or unpredictability of the environment (Tegarden et al., 2005) . Extreme situations of environmental dynamism result in conditions of 'hyper competition', where the benefits derived from almost all form of competitive advantage are short-lived (Bierly and Daly, 2007) . Iansity (1995) suggests that emergent levels of environmental dynamism lead to more uncertainty in product development, which also reduces the predictability and effects of change the changes.
Marketing Strategy Comprehensiveness
Marketing strategy is broadly classified into two categories: competitive marketing strategy that aims to deploy resources and capabilities to compete in the market; relationship marketing strategy attempts to deal with networking and alliance resources (Yan and Chew, 2011) . While comprehensiveness term recognized as a major characteristics of marketing strategy decision making (Atuahene-Gima & Murray, 2004) .
Market information for strategy making tends to contain tacit components that retard collective interpretation and information sharing. Even when market information is made explicit in a codified routine and communicated to project members, some of them may not understand it because they interpret and apply the knowledge in a different functional and experiential context. Consequently, market information collection, analysis, and interpretation in marketing strategy making for a specific product is a complex process that involves the understanding of multiple functions (Menon et al. 1999) .
In this respect, institutional theory implies that managers' external ties serve as conduits for information that shape managerial views about the environment and the strategic choices they make. In support of this theory, Geletkanycz and Hambrick (1997) find that managers' external relationships with other managers within and outside their industry influence their propensity to conform to prevailing organizational strategies. Given the increasing focus on Marketing Strategy Comprehensiveness among marketing managers (Menon et al. 1999 ), this suggests that employee's ties with managers within and outside the firm's industry are antecedents of MSC.
Organizational Performance
In the literature two types of measures of the firm performance to distinguish: first, financial measures or again objective measures, for example, return on equity, return on sales and return on assets. Second, none financial measures or again subjective measures, for example, shareholders' satisfaction, employee's satisfaction, customers satisfaction (Ong and Teh, 2009) . Of fact, operationalization of performance refers to the selection of the appropriate measures when assessing company performance. For instance, Falshaw et al. (2006) have noted that financial measures of performance can capture only one part of the company's profitability. Nonetheless, the mode of performance operationalization is one of the potential methodological causes of the contradictory results of empirical works on the relationship between comprehensiveness and performance (Brock and Barry, 2003) . Performance reflection the way of how the organization use and exploited tangible, intangible resources that makes them able to achieve its goals (Wheelen & Hunger, 2010) .
Environmental Dynamism, Marketing Strategy Comprehensiveness and Organizational Performance
Environmental dynamism refers to the extent of unexpected change in organization's environment. Although the strategic management and organization theory literature uses a variety of terms reflecting environmental dynamism such as uncertainty, volatility. All of terms capture to some extent the underlying theme of unexpected change. Gilley (2000) points that there are a variety of relationships between organizational environment and their performance in the literature by cases studying (Gilley, 2000) . Homburg et al. (1999) found that top management in organization tends to have a lower impact on performance in dynamic rather than stable environments. In fact, many authors have found empirical support arguing that turbulent and unpredictable environments effected firm's performance (Nadkarni & Narayanan, 2007) . Akgün et al. (2008) confirms that changes in the external environment enhance firm performance. Gül (2011) found that environmental dynamism has an effect on firm performance.
On the other hand, Rajagopalan et al. (1993) conclude that research in strategy should control for the environment. Situation analysis should not only facilitate the understanding and identification of environmental enablers and obstacles to the strategy (Grant, 1995) , but also put the firm in the position to identify the most appropriate strategy-operating environment fit. Menon et al. (1999) indicated that a systematic analysis of the www.ccsenet.org/ijbm International Journal of Business and Management Vol. 8, No. 9; 2013 market context is necessary to align the strategy and the environment. Luo & Park (2001) emphasis that environmental factors are decisive when organization is determining its strategy. Bamber et al. (2004) argue that organizations develop their strategies based on environment factors. In fact, literature of both strategic management and organization theory showed the firm as a entities affect and are affected by the environment must adapt its strategy based on environmental requirements (Child, 2004) . Key argument in the extant literature is that strategy enhances performance because by generating diverse information about the market and competitors environment and by identifying the strengths and weaknesses of several strategic options, the firm is in a better position to implement a strategy more effectively (Menon et al. 1999) .
Although there may be good reasons for this argument, there are also significant costs associated with marketing strategy comprehensiveness. Indeed, some scholars have argued that given the cognitive limitations and bounded rationality of decision makers, strategy comprehensiveness is nearly impossible because of the high cost and time-consuming processes of information acquisition and analysis (Bahaee, 1992) . These arguments imply that too much or too little marketing strategy comprehensiveness may diminish performance, thus suggesting that it has an effect on performance only at a moderate level. From a contingency theory perspective, this suggests that managers who are able to determine the level of marketing strategy comprehensiveness that reflects their cognitive and other internal resources will derive higher performance from marketing strategy comprehensiveness.
The resource based view theory, and competitive advantage literatures stressed that the perception of external business environment opportunities influence organization strategy which in turn influences organizational performance (Verdu-Jover et al. 2006) . As a heuristic for strategy implementation, managers make a sense of the environmental threats and opportunities, calibrate them with internal strengths and weaknesses of the firm, and then engage in a decision process that involves incremental resource investments or divestments whereby they alter the resource base of their firm to co-align with the perceived demands of the new environment (Sirmon et al. 2007; Teece 2007) . Figure 1 illustrates the study proposed model which indicated that there are three variables. First, Environmental Dynamism which was considered as independent variable includes two dimensions dimensions: Intensity of Changes and Frequency of Changes These two dimensions were affected on Marketing Strategy Comprehensiveness and organizational performance as the dependents. 
Conceptual Framework and Hypotheses
Conceptual Framework
Research Methodology
The current study is empirical and analytical examine the impact of Environmental Dynamism on Jordanian Cellular Communications Companies organizational performance and comprehensiveness Marketing Strategy.
Study Population, Sample and Data Collection
The current study is applied based on the data collected from a population study (of mangers and heads of sections) working in cellular communications companies in Jordan [Zain, Orange and Umniah]. The total population of the study was (60) under the comprehensive survey method. A total of (53) (of the total of 60) managers and heads of section answered the distributed questionnaire. A great majority of the study sample was male, at a percentage of 77.4%, where 50.9% of them were between the ages of 30 and 30 years and 47.1% having reasonably well-established experience of 6-10 years.
Analysis of Data
The data collected from the responses was treated through SPSS "Statistical Package for Social Sciences" in two stages. First, descriptive analysis through mean, standard deviation and one sample t-teat of underlying study variables Environmental Dynamism, Comprehensiveness Marketing Strategy, organizational performance. Second, analytical through multiple and simple regression analysis to understand the effects between study variables.
Measurement and Scale
To achieve study objectives required developing a scale for the study variables "Environmental Dynamism, Comprehensiveness Marketing Strategy and organizational performance". After conducting a survey on the available measurements for measuring environmental dynamism we have depend on the scale developed by Volberda & Van Bruggen (1997) in a five Likert scale ("1" Do not agree to "5" Agree completely). We identified Environmental Dynamism as independent variable consisting two dimensions and (7) items: ("3" items for intensity of changes and "4" items for frequency of changes). The results of environmental dynamism descriptive analysis explain in tables 1 and 2.
As shown in tables 1 and 2. The general mean scores In measuring organizational performance variable. The researcher adapting scale suggested by Moore and Fairhurst (2003) through (4) 
Reliability Measure
The reliability analysis applied to the level of Cronbach Alpha (α) is the criteria for internal consistency, which was at a minimum acceptable level (Alpha≥0.60). Table 5 illustrative the consistency for study variables.
www.ccsenet.org/ijbm International Journal of Business and Management Vol. 8, No. 9; 2013 As shown in table 5 Cronbach alpha reliability are acceptable levels. The overall Cronbach alpha of questionnaire is (0.889). Sekaran (2003) indicated (0.60) to be an acceptable reliability coefficient.
Study Analytical Results
Hypotheses Testing
Through using multiple and simple regressions analysis, significant effects were found between Environmental Dynamism, Comprehensiveness Marketing Strategy and organizational performance. To examine the first hypothesis, multiple regression analysis was uses by considering Organizational Performance as the respondent variable, and the two dimensions of Environmental Dynamism: Intensity of Changes and Frequency of Changes as independent variables. Table 6 illustrates the multiple regression results analysis. Table 6 illustrates that Environmental Dynamism (Intensity of Changes and Frequency of Changes) has a significant impact on Organizational Performance. The regression model showed a high level of fit, as reflected by "R" and "R 2 " value (0.598) , (0.357), which asserted that (0.357) of the explained variation in organizational performance can be accounted for Environmental Dynamism (Intensity of Changes and Frequency of Changes). On the other hand, the table 6 for the executive data set indicated the slope value of (0.409), (0.816) for the regression line. This suggested that for a one unit increase in Environmental Dynamism (Intensity of Changes and Frequency of Changes) the respective organization can significantly predict a (0.409), (0.816) increase in organizational performance. As well as table 6 shows that the analysis of variance of the fitted regression equation is significant with F value of (13.894). This is an indication that the model is a good one. Since the p-value is less than (0.05), it shows a statistically significant relationship between the variables at (0.95) confidence level. The results also indicate that Environmental Dynamism (Intensity of Changes and Frequency of Changes) actually impact the Organizational performance of Cellular Communications Companies in Jordan with a coefficient of (0.409) for Intensity of Changes and (0.816) for Frequency of Changes. Therefore, the alternative hypothesis of a significant impact is accepted. Thus, Environmental Dynamism (Intensity of Changes and Frequency of Changes) has a significant impact on Cellular Communications Companies in Jordan organizational performance. This further supported the study first hypothesis.
H2:
Environmental Dynamism (Intensity of Changes and Frequency of Changes) has a significant impact on formulate Comprehensiveness Marketing Strategy.
To examine the second hypothesis, multiple regression analysis was uses by considering the comprehensiveness www.ccsenet.org/ijbm International Journal of Business and Management Vol. 8, No. 9; 2013 Marketing Strategy as the respondent variable, and the two dimensions of Environmental Dynamism: Intensity of Changes and Frequency of Changes as the Independent variables. Table 7 illustrates the multiple regression analysis. Table 8 shows that Comprehensiveness Marketing Strategy has a significant impact on Organizational Performance. The regression model showed a high level of fit, as reflected by "R" and "R 2 " value (0.768) , (0.590), which asserted that (0.590) of the explained variation in Organizational Performance can be accounted for Comprehensiveness Marketing Strategy. On the other hand, the table 8 for the executive data set indicated the slope value of (0.731) for the regression line. This suggested that for a one unit increase in Comprehensiveness Marketing Strategy the respective organization can significantly predict a (0.731) increase in Organizational Performance. As well as table 8 shows that the analysis of variance of the fitted regression equation is significant with F value of (73.437). This is an indication that the model is a good one. Since the p-value is less than (0.05), it shows a statistically significant relationship between the variables at (0.95) confidence level. The results also indicate that Comprehensiveness Marketing Strategy actually impact the Organizational Performance of Cellular Communications Companies in Jordan with a coefficient of (0.731). Therefore, the alternative hypothesis of a significant impact is accepted. Thus, Comprehensiveness Marketing Strategy has a significant impact on Organizational Performance in Cellular Communications Companies in Jordan. This further supported the study third hypothesis.
Conclusions and Implications
This current study provides an applied examining of the impact Environmental Dynamism on Organizational Performance and Marketing Strategy Comprehensiveness. The Environmental Dynamism considers as a primary factor of Marketing Strategy Comprehensiveness formulation and organizational performance. The empirical study shows that Environmental Dynamism (Intensity of Changes and Frequency of Changes) were significant impact on organizational performance.
These results meet with Akgün et al. (2008) and Gül (2011) results. Furthermore, the two dimensions of Environmental Dynamism are significant impact Marketing Strategy Comprehensiveness meeting with Luo and Park (2001) ; Bamber et al. (2004) and (Child, 2004) Comprehensiveness has a significant impact on organizational performance. The current study gives an applied guide of the Impact of Environmental Dynamism on Marketing Strategy Comprehensiveness and Organizational Performance. Based on the above, Cellular Communications Companies in Jordan managers and head of section can benefits from current results to reformulation comprehensiveness marketing Strategy that will help to achieving excellence and enhancing organizational performance. To achieve Superior performance and hold organizational Excellence, managers and head of section must dealing and managing with cases of environmental dynamism to enhancement organizational performance for their companies. In addition, Cellular Communications Companies in Jordan must provision some flexibility in the completion of the tasks in light controls accuracy and objectivity at the same time to provide different types of means to implementing the tasks. Finally, Cellular Communications Companies in Jordan must conduct continuous surveys to get feedback from customers and their preferences about the services offered, levels and prices and their suitability to the customers needs and wishes, especially the expected (future).
